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As February is the month of            
L-O-V-E we thought it would be 
opportune to explain how you 
can use special occasions to 
ramp up your sales... 

Tests have proven that the more 
you communicate with your 
prospects and customers—the 
more sales you’ll make. So we 
advocate at least one sales 
message a month should be sent to 
your existing customers and 
prospects.  

However, we often hear people say “I 
don’t have an excuse to write to my 
prospect’s and customer’s—surely 
they’ll get fed up with us just sending 
them offers every month?” 

In some respects this is true. But the 
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simple fact is that trying to sell your 
products or services once a month to 
your customer and prospect lists is 
without question a phenomenally 
successful way of getting more sales. 

The good news is, however, that a 
carefully planned approach to your 
offers can add increased sales 
power EVERY SINGLE MONTH. 
How? You use what we call a 
‘Promotion Calendar’.   

Good restaurants have used this approach 
for decades. They theme their evenings 
based on special calendar occasions such 
as Valentine’s Day, Halloween, 
Christmas Day and New Year’s Day and 
as a result they can significantly increase 
their numbers.. Why? Because they (get 
involved in the conversation that’s going 
on in the minds of their customers. 

But they’re really only scratching the 
surface.  There are many more special 
days, famous people’s birthdays and the 
like to take advantage of. 

The good news is no matter what product 
or service you sell, you can take B-I-G 
advantage of this approach. Just because 
you may not run a restaurant doesn’t 
mean to say you can’t run a Valentine’s 
promotion, for example.  

But before we explain how you do this, 
let’s first look at this year’s Promotion 
Calendar (shown on page 4)… 

As you can see, our Promotion Calendar 
consists of the following… 

 Public Holidays 

 Famous Sporting Events 

 Other Special Events 

 

 

 Celebrity and Famous People 
Birthdays 

 ...and you’ll notice each month has at 
least 6 special events for you to theme 
your offer around.  

So here’s what you do… 

STEP 1: Choose at least one promotion 
per month to run for customers AND 
prospects 

First go through the Promotion Calendar 
and decide on the special occasion you 
are going to use every month. It may be 
that you have the same promotion for 
customers and prospects—or you may 
choose a different one for each—it’s up 
to you. 

Notice we’ve also included a few special 

dates from around the world. Although 
these are not necessarily days we 
celebrate, they are still well-known. So 
don’t be frightened to use them—they 
work just as well! 

STEP 2: Add in your launch dates 

Next you need to work back from the 
special occasion and agree your ‘launch 
dates’. These are the dates when you 
send your Marketing Pieces out. 

Remember to build in a sequence. Tests 
have proven that you should send more 
than one Marketing Piece to promote the 
special occasion. 

For example, you may initially send a 
letter to your customers telling them 
about the promotion. One week later you 
may send them a postcard reminding 
them of the promotion, followed by an e-
mail a few days later, etc. 

STEP 3: Create your offer 

Clearly you’re not going to create ALL 
your offers for the following 12 
months—all at once. You do need to stay 
ahead of yourself (you’ll be surprised 
how quickly each promotion comes 
around. 

The key is to tie the promotion and your 
offer into the special occasion.  

Here’s how you tie it all together… 

 Occasion: 3rd March—Alexander 
Graham Bell’s Birthday (inventor 
of the telephone). 

 
 Theme/Offer: Any telephone 

orders received from 3rd March to 
10 March will receive a X% 
discount. 

“Using Our ‘Promotion Calendar’ To 
Multiply Your Sales & Profits” 

Restaurants have always taken advantage 
of special occasions—but you can do it 

too—no matter what you sell! 
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 Occasion: 2nd Mar - Academy  
Awards Evening (Oscars). 

 

 Theme/Offer :  Specia l  & 
Exclusive Customer Evening. 

 

 Occasion: 30th March - British 
Summertime Begins (clocks go 
forward 1 hour). 

 

 Theme/Offer: Any orders placed 
from 25th March to 2th April get       
£60 off (one hour equals 60 
minutes). Or ‘Buy One—Get One 
Free’ etc. 

 

 Occasion: 5th April - Horse 
Racing - Grand National 
(Aintree). 

 
 Theme/Offer: ‘Big Jump In 

Discounts of X% for one week 
only’. Or ‘FREE Entry Into Grand 
National Sweepstake To Win 
<Whatever>’. 

 
The more creative you get—the better!  

Once you start doing this each month, 
you’ll come up with better themes and 
then you can simply repeat them again 
the following year! 
 
Do you see how easy this is? In reality 
what you’re doing is creating a ’valid 
excuse’ to write to prospects and 
customers on a regular basis.  
 
STEP 4: Media & Marketing Piece  
Creation 
 
Once you’ve nailed your offer, you then 
need to decide what types of media 
you’re going to use and the 
corresponding Marketing Pieces.  
 
Remember you’re always going to have 
two or three (or more) follow-up pieces 
to ensure each promotion is very 
successful. 
 

IMPORTANT NOTE 
 

Tests have proved that your results 
improve when you mix your media.  
 

 

For example, don’t just use e-mail.  
 
Use letters, postcards, fax AND e-
mail, for instance. 

 
The key with all your Markeitng Pieces 
is to make sure you use all the Marketing 
Assets. These have been covered in 
detail in previous issues, but here’s a 
recap… 
 

The Marketing Assets 
 

1. Unique Perceived Benefit  
2. Benefits 
3. Irresistible Offer 
4. Headline  
5. Guarantee/Risk Reversal  
6. Sales Barrier Demolition  
7. Reasons Why  
8. Social Proof 
9. Call To Action 

 
 
As long as you include the Marketing 
Assets in your Marketing Pieces, your 
promotions and offers will work very 
well.  
 
STEP 5: Prepare & Launch 
 
As we said earlier, make sure you 
prepare well in advance and try your best 
to launch on time each month.  
 
Because your offers will now be focused 
on set dates each month you cannot 
afford to be late—otherwise you’ll have 
to miss a month! 
 
In a perfect world you’ll prepare two 
months in advance. So for example, a 
promotion scheduled for September 
should be ready in July and so on. 
 
Now you’re ready to go! 

“Using Our ‘Promotion Calendar’ To 
Multiply Your Sales & Profits” 

The 86th Academy Awards could help you generate an avalanche of sales,  
as long as you tie your promotion into the event! 
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The AFG  
Promotion  
Calendar 

 
Tie your monthly customer 
and prospect promotions  
and offers into selected  

special occasions and your 
sales will skyrocket! 
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We always give the children a choice on 
where to go for the ‘family’ part of their 
birthday. Way out on top is a visit to 
Hollywood Bowl followed by dinner at 
Frankie & Benny’s! 
 
If you don’t know anything about             
Hollywood Bowl—they are primarily a 
ten-pin bowling alley. 
 
On the whole they’re smart—real smart, 
but even they get some things wrong—
things that could quadruple their sales 
(but more on this later). 
 
During this last visit we thought they 
would make a really good case study for 
you. So like normal we spent some time 
looking at what they were doing and how 
we could add a few noughts to their 
monthly sales! 
 
Here’s what we learnt… 
 
LESSON 1—They Committed The 
Cardinal Sin 
 
Whether you’ve been to Hollywood 
Bowl or not when we say they’ve 
committed the cardinal sin—you should 
immediately know what we mean! That’s 
right no customer data capture! 
 
We’ve been going there for years—but 
no-one has taken the time or the effort to 
find out who we are or where we live. 

They cannot communicate with us. Nor 
can they communicate with thousands of 
their other customers! 
 
So what’s the answer? That’s right—we 
create a simple ‘Hollywood Bowl 
Membership Club’. This could include 
special discounts, preferential booking 
times, tips on improving scores, ‘The 
Best Score Of The Month Competition’, 
Monthly Newsletter and so on. In just 
two minutes that’s not sounding too 
bad—but we could do better with more 
time! 
 
The key with the Membership Club is to 
‘sell’ it either when people make their 
booking or when they arrive at 
Hollywood Bowl to play. Either way it 
has to be systematic and staff need to be 
trained on how to implement it. We 
could also include a staff Incentive 
Reward Scheme to reward the person 
who signs up the most members each 
month. 
 
But better still, they could just make the 
data capture part of doing business with 
Hollywood Bowl. When anyone wants to 
book a lane they have to give their name 
and contact details. They’d then tag on 
the end that as part of this they are 
automatically signed up for our 
Membership Club. 
 
Then of course they can communicate 

“How A Birthday Trip To  
Hollywood Bowl Gave Us Lessons  
In The Good, The Bad And The 

Ugly—Important Lessons  
We Can All Profit From” 

How the ‘Hollywood Bowl Membership Card’ 
could look—but see over for a  

shocking discovery! 
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regularly with their members—and 
within a few short weeks they’d be 
increasing their sales and profits for very 
little expense! 
 
But then we made a surprising discovery. 
And this is a perfect case in point about 
the importance of data capture and the 
importance of systemising it… 
 
Hollywood Bowl DO have a 
Membership Club. They call it the 
‘V.I.B.’ (Very Important Bowler—that’s 
a really good name). Opposite is the 
leaflet they use to promote it. 
 
The problem is they ‘hide’ it amongst 
their other leaflets in dispensers around 
the alley (see Lesson 5). 
 
W.A.Y.M.I.S.H. (Why Are You Making 
It So Hard) comes to mind here… 
 
 They have to make sure customers 

sign up—but it’s virtually impossible 
for them to do that if they don’t know 
about it—they have to be told. 

 
 If they’re going to put the membership 

club details on a leaflet (a good idea of 
course) customers have to see                 
it. Hidden in a dispenser with                  
half a dozen other leaflets is not too 
clever! 

 
 When customers are playing a game 

they’re sitting around for a few 
minutes before their next bowl. They 
have time to complete a form and give 
it back to someone (who should be 
collecting, etc.). Why make customers 
go online to complete their details? 
Let them do it now. You’ve got their 
attention. They might never sign up if 
they have to do it at home and they 
may forget the leaflet! 

 Why do customers have to be over 18 
years old to join? Why can’t you have 
a Children’s V.I.B. and an adults’ 
V.I.B.? This is a big mistake! 

 

 
 

 
 
 

“Money-Making Lessons From  
Hollywood Bowl” 

The V.I.B. is a great name for their club—but 
why make it so hard for people to join?  

Why ask customers to go online? And why 
can’t you have children in the club? (they 
only allow over 18s to join—but most of 

their customers are teenagers! That’s plain 
stupid. They even have offers for                  

teenagers—so why restrict membership? 
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LESSON 2—Keep It Full As Often As 
Possible 
 
Our children prefer going to Hollywood 
Bowl in the early evening—they love the 
‘Night Time Bowling’. They light up the 
lanes and play the music loud—it really 
is impressive (by the way this is a great 
thing they introduced).  
 
However, about 6 lanes were empty—
that’s about 20% of missed opportunity 
and sales.  
 
Don’t get us wrong—it was busy—very 
busy, but it’s still money down the drain!  
 
The problem they have is that they don’t 
have any easy way of getting empty 
lanes full if they don’t know who their 
customers are. 
 
But just think if they knew who their 
customers were? A day before, they 
could e-mail or text their customers and 
create a special offer on the 6 free lanes. 
It has to make a difference. 
 
LESSON 3: Keep Me Buying While 
I’m There 
 
Disney are masters at ’wallet share’ - 
getting their customers to spend, spend 
and spend as much money as possible 
while they’re in their theme parks. 
Hollywood Bowl are good at this too. 
 
For example, waiters and waitresses 
come to the lanes to take food and drinks 
orders and then deliver them to you at 
your lane.  
 
This is a good example of 
W.A.Y.M.I.S.H.—they’ve made it easy 
for customers to spend more. But what 
else could they do?  

LESSON 4: Make Me An Offer I 
Can’t Refuse 
 
I have to say Hollywood Bowl are good 
at offers (that’s why it’s so crazy for 
them not to have a system for getting the 
contact details of customers). 
 
The V.I.B. card on the previous page has 
a number of good offers, plus they have 
several other leaflets (see below). How 
many offers do they have running 
concurrently? There’s no limit to the 
number of offers you communicate—if 
they work, keep doing them! Very good. 

LESSON 5: Using Leaflet Dispensers 
 
ALL the leaflets at Hollywood Bowl 
were placed in leaflet dispensers all 
around the lanes.  
 
As a general rule, leaflet dispensers are a 
good way of making information 
available to customers but once again the 
way Hollywood Bowl use them is far too 

passive. Just because you have leaflet 
dispensers scattered around the place 
doesn’t mean people will pick up the 
leaflets and read them.  
 
So what could be done to improve this? 
 
 The important leaflets need to be 

handed out when people come to pay 
for their games. For example, the 
V.I.B. membership card should be 
handed out and explained at the 
counter. 

 
 The staff on the counter should have 

a leaflet dispenser on their desk and 
refer to it telling the customer there 
are some fantastic offers on the 
leaflets make sure you read the 
leaflets while you’re playing your 
game, etc. 

 
 Waiters and waitresses should collect 

all completed forms as they deliver 
drinks and also be trained to see 
opportunities. For example, if a 
family is playing they should refer 
people to the ‘Birthday Party’ leaflet 
and ‘Teen Birthday’ leaflet, etc. 

 
Remember, everything you do should be 
systemised and well thought out. It’s lazy 
just to place leaflet dispensers all over 
the place. This is far too passive.  
 
You must not miss any opportunities to 
get more money out of customers—but 
of course your plan of action needs to be 
considered and not pressurised. 
 
From a marketing point of view 
Hollywood Bowl seem to have their act 
together, but as you’ve discovered, 
they’re missing out on so much—things 
that would probably be worth millions in 
extra profits to them as a group. 

“Money-Making Lessons From  
Hollywood Bowl” 

Hollywood Bowl have a number of leaflets 
focused on various target markets—this is 

good—very good marketing! 
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Here’s another analysis of a winning 
Marketing Piece and an explanation of 
why it worked.  
 
This will help you understand how the 
Marketing Assets work in harmony with 
this particular Marketing Piece and show 
you how to do the same. 
 
The other important thing to mention 
about the proven winners we show you 
in this newsletter, is you can ‘swipe’ 
them for your own business. Swiping 
doesn’t mean copy, but you can use the 
basic fundamentals of each Marketing 
Piece and apply them to your business. 
 
In other words, you can use these 
examples as templates for your own 
business—helping you increase your 
sales and profits further. 
 
This month we’re dissecting a local 
newspaper ad (contrary to popular belief, 
despite the proliferation of  newspapers 
moving online and readership numbers 
tumbling it is still a fantastic medium to 
generate sales and enquiries). 
 
Here are the details (the ad is shown in 
full on page 9 opposite)… 
 
Industry: Insect Defence 
 
The Results: This ad replaced an 
existing one which had been performing 
so poorly that the owners considered 
pulling their advertising spend 
altogether. The new ad ran and 
immediately increased lead generation by 
over 100%. This in turn increased sales 
by over £30,000.  
 
Why It Worked So Well: 
1. The headline is based on the headline 
format of one of the best-selling ads of 

all time (written by John Caples—“They 
Laughed When I Sat Down At The 
Piano, But When I started To Play…”). It 
works perfectly in the context of this 
product. 

2. The ad is written in a personal and 
conversational style making it fun and 
interesting to read. 

3. The product is introduced in the ad in 
the context of a solution rather than just a 
product that has a list of functions (a 
proven method). 

4. The ad has a photo of the owner with 
his arm around the product as if it’s a 
living, breathing thing. This creates a 
personal connection with the owner and 
the machine he is promoting. 

5. Strong social proof in the form of 

testimonials is provided early on in the 
ad, adding believability to the ad’s 
claims about the product. 

6. The ad uses a number of key benefits 
to communicate in limited space what a 
user could expect if they purchased this 
product. This is in stark contrast to the 
standard feature list that many               
product ads use, which underinform and 
in turn undervalue the product in 
question. 

7. The call to action uses a scarcity tactic 
which works well as long as it’s 
believable. The results proved that in this 
case it worked well. 

8. The ad thanks the people that the 
owner and his staff met at their 
exhibition stand at a local event, further 
adding the personal touch to the ad. 

“The Step-By-Step Analysis Of A 
Profit-Boosting Marketing Piece” 

Our Marketing Piece analysis shows you the component parts (Marketing Assets) and then we put them 
back together again ready for you to use and adapt to your own business! 
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Copywriting as you’re discovering with 
this newsletter, is one of the most 
essential skills you can learn as a 
business owner.  Good copywriting skills 
allow you to produce persuasively 
written copy that can bring in more sales. 

In fact, improving your written 
communication with good copywriting 
skills can increase your sales 
dramatically.   

What may surprise you is that you’ll see 
there is no real difference between off-
line and on-line copywriting, but there 
are a few subtle differences. Remember, 
just because it’s a website it doesn’t 
mean you shouldn’t be following all the 
direct-response rules you’re learning 
about from the Academy.  

So here’s my copywriting basics that get 
results fast... 

Focus More on Benefits 

Let’s remind ourselves what the 
differences are between features and 
benefits...  

A feature describes something. For 
example, the features of an orange 
include... 

 It’s orange (colour). 

 It’s round and has dimpled skin. 

 It’s edible. 

 It’s a source of Vitamin C. 

Now a benefit is the specific advantage 
you get from something.  This is the real 
reason people buy things. Let’s look 
back at the example of the orange.  The 
benefits for having an orange are: 

 Is a delicious cure for hunger 
pangs, without too many calories. 

 Gives you an instant energy 
boost. 

 Provides essential nutrients that 
improve your health. 

Those are just a few of the benefits. Do 
you see the difference between features 
and benefits? 

Benefits answer the overwhelming desire 
in the prospect’s mind to find out 
“what’s in it for me”. 

When you write about benefits instead of 
features, your prospects will read more 
of your sales offer, and the more they 
read it, the more chance there is you will 
sell directly off the web page, or provoke 
enquiries, if that’s your goal. 

The problem is that most companies only 
write about the features of their products 
and services.  And these can be important 
to write about.  But you need to focus on 
the benefits.   

Even if you do write about features, you 
must write about the benefits alongside 
them. 

Spend time identifying the benefits of 
your products and services. It’s actually 
easy to do. 

First brainstorm a list of all the features.  
Write as many as you can. 

Find the benefit for each of these 
features. Come on!  This might take a 
little work, but try to come up with a 
benefit for each of these features. 

Identify the key benefits in your list.  
Prioritise them, until you have your top 
benefit and a few more good ones. 

A good copywriter will spend time 
researching benefits and will even go a 
step further until they find the deeper 
benefits of the product or service. 

These deep benefits are what create a 
response in readers and motivate them to 
take action. 

Highlight the unique benefits of your 
product or services  Pay attention to how 
you highlight the specific benefits the 
product or service has when compared 
with your competition. 

Where To Use Your Benefits 

You will need to pay attention how you 
write your copy. This is where you 
should try to place your benefits: 

 In your headline and subheads. 

 Early in your copy. 

 In bullet points. 

 Sprinkled throughout your copy. 

 Before your call to action. 

“How To Write Web Pages  
That Sell More” 

By Grant Eagle—Europe’s leading Internet 
Marketing Expert For Non Internet Businesses 
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Your copywriting skills are completely  
transferable from off-line to on-line media.  

Just make sure you follow the system and your 
success is guaranteed! 

Pay Attention To Headlines 

As you know, the most important part of 
your written copy will always be your 
headline, the title of your article, or the 
subject line of your e-mails. 

Pay extra attention to writing headlines 
because this is usually what the reader 
looks at to decide whether to read the 
sales letter or not.  

A bad headline will seriously undermine 
your success – it will act like a barrier to 
the full letter and readers will probably 
move onto something else. 

This is why headlines are one of the first 
elements to focus on if you want to 
improve sales. 

But it is not always that easy.   

Good headlines take a little time and 
effort to craft.   

One simple and proven way to start your 
headlines is with the words ‘How To…’ 

Use Subheads 

Subheads are great for today’s readers.  
You see, many people scan through 
copy, and subheads make it easy to         
scan. 

Also, remember your list of benefits in 
your subheads.  Use your primary benefit 
in your title, and try to use the other top 
benefits in your subheads. 

Good copywriters will pay attention to 
the story they tell in the subheads.   

They give the scanner all the key 
information he needs in the title and 
subheads. 

 

 

Your reader should get a clear overview 
of your offer just by reading the 
subheads. 

Seven Quick Web Page               
Copywriting Tips 

1. Make your copy conversational 
in tone.  

In today’s busy world it’s 
important your copy is easy to 
read and jargon-free unless your 
audience expect it. 

2. Limit your sentences to one 
thought.  

This makes your copy easy to 
read. Your readers will 
appreciate it. 

3. Keep Your Web Page Light - 
Don’t fill your pages full of text.   

This also goes with making your 
copy easy to read.   

Make sure there’s enough ‘white 
space’ on your page to incite 
your reader to read more. 

4. Use Short Paragraphs.  

Limit your paragraphs to three 
or four lines long.  Again, this is 
easy on the eye. 

5. Use Bullet points.  

They make the text easy to read 
and to understand. They also... 

 Catch the reader’s attention. 

 Make the page look more 
interesting. 

 Are great for summarising 
benefits. 

 Are proven to increase 
response (sales). 

6. Add Facts And Figures. Make 
them specific.  This underlines 
your credibility. 

7. Finally, remember to test your 
headlines and key elements of 
your copy.  

Use split-testing (testing one 
headline against another), or at 
the very least do simple tweaks 
and track results. 

When you first start writing copy, you’ll 
find it difficult to follow these principles. 
However, over time you’ll become more 
and more accomplished. Few people ever 
spend enough time on really crafting 
powerful and persuasive messages—
especially on their web sites.  

If your web pages respect these 
fundamental principles of effective 
copywriting you can almost be sure of 
selling more for your business. 

“How To Write Web Pages  
That Sell More” 
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W hether you like it or not, 
to get results you have to 
put the effort in. 
However, we’ve made it 

as easy as it can be for you! Nevertheless 
you still have to take time to apply the 
time-tested and proven strategies. 
  
You really do have an extremely 
successful ‘paint-by-the-numbers’ guide 
to growing your business. But you have 
to use it. 
  
...and if you need any more convincing, 
here are some real results from business 
owners just like you. (And we have 
hundreds more)... 
 
“Our sales have more than quadrupled in 
8 short months. Need I say anything else, 
except thank you.” 
 
Rosemary McIvor, Managing Director  
O'Briens 
 
“Last year our previous ad generated 
next to no extra business (in fact we were 
thinking of taking our ad out 
completely). 
 
“But the new ad generates at least half a 

dozen leads every week, and we convert 
3/4 of them into clients. Each client is 
worth about £2,500, so that's an extra £7-
9,000 a week. That's a massive return on 
investment!” 
 
Adrian Ganderton, Partner - Bray & 
Bray Solicitors 
  
“I am absolutely thrilled to inform you 
that Message Takers has gone from 
strength to strength since we introduced 
the system into our business. 
 
“The number of clients using our service 
has risen by 61.2% in only 5 months. In 
the previous five months our growth rate 
was just 7%. 
 
“This conclusively proves that without 
the system our company would not be 
where it is today!” 
 
Sharon Morris, Managing Director 
Message Takers 
  
“I've used the principles in the system for 
over 12 months now, and the results have 
been excellent!  
 
“Not only have sales increased 150%, 

but I have been able to target more 
profitable market sectors, adding 10% to 
my gross margin. I can highly 
recommend the system.” 
 
Keith Skitt  
Prontaprint 
 
Even though all these people run 
different businesses—they all have one 
thing in common—they USE and 
APPLY the strategies contained in the 
Business Growth System. 

If you’re genuinely serious about 
growing your business, then the Business 
Growth System will give you the results 
you seek.  

Better still, you’ll achieve success 
quickly and with little or no cost. 

We can guarantee there are dozens of 
strategies just sitting there in the 
Business Growth System that you won’t 
be using right now. Strategies that can 
increase your sales and profits literally 
overnight. 

You’ve registered for the system—now 
is the time to use it! 

This Newsletter Demonstrates A Fraction Of The Marketing &      
Business Growth Advice You Can Apply To Your Business... 

There Are Over 1500 Pages of Practical, 
Proven And Low Cost Marketing & 

Business Growth Advice In The  
BUSINESS GROWTH SYSTEM.  

Make Sure You Use It And You Too Can 
Transform Your Business! 
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